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“The organic demand picture in February remains consistent with the 
general market conditions one would expect to find in a period of 
economic difficulty: across most sectors demand has softened YoY across 
both brand and non-brand terms, with the decline in search increasing in 
most cases. 

This means that now more than ever is the time to focus strategy on areas 
where growth shoots are still visible and to target those areas before your 
competitors. 

It’s only by understanding patterns in organic demand and being able to 
respond to them by giving your target audience what they want when 
they want it that you’ll be able to capture a greater share of visibility 
within your competitor set and stand out from the crowd in a challenging 
period. 

MediaVision’s Metis platform gives you this organic search insight weekly, 
empowering you to spot trends in consumer behaviour and respond fast 
and first to gain a significant advantage across digital channels."

If you want to find out more about how Metis's data can become the backbone 
of your strategy, get in contact and book a demo today.

This report is compiled by Louis Venter, 
CEO and founder of MediaVision. 

Louis has 18 years of organic search 
experience and has helped brands grow 
organically in difficult market conditions.

All data in this report is collated from our 
platform, Metis, that pulls search and 

demand data to provide market insight 
weekly for teams to react to be fast and 

first in the market.

SUMMARY

https://www.wearemediavision.com/


Brand Search Data
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Across the majority of February, brand demand has 
declined YoY, with retail sectors again proving to be the 
worst hit. 

In retail sectors, the average decline in brand demand 
was 7.2% YoY, with only Supermarkets seeing a rise in 
organic search at 2.5%. 

It’s clear that the impacts of the cost-of-living crisis will 
continue to impact the performance of brands in organic 

search, emphasizing more than ever the importance of 
strong brand visibility in competitive markets, not to 
mention the need to boost share of search in a context 
where the market is shrinking. 

Travel and Jobs both continue to see notable YoY growth, 
a persistent trend that indicates a shift of priorities in 
spending away from retail shopping towards 
experiences, and an increased focus on maximising
financial security 

28 March, 2023
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Fashion brand demand remains down YoY, with February seeing 
demand drop by 12.5% across the sector. 

Particularly hard hit in February were fast fashion brands like Asos, 
Topshop, Boohoo, and Pretty Little Thing, who lost 28.9%, 39%, 18.7%, 
and 23% organic search YOY during the month. 

Though some of this loss of search is doubtless due to a general decline 
in demand due to economic pressures, it’s also clear that these fast 
fashion brands have struggled to keep up with the digital dominance of 
Shein, who’s brand demand continues to increase YoY, with a 47.4% 
increase in February.  

Alongside Shein, Primark continues to see strong performance in 
organic brand demand, likely as a consequence of releasing it’s click-
and-collect digital service at the back end of 2022. 

TK Maxx’s brand demand has also been consistently strong during the 
cost-of-living crisis. Taken together with Shein’s performance, it’s clear 
that mounting economic pressure is making brands who can offer value 
alternatives to high street brands particularly attractive. 

28 March, 2023
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The majority of the biggest Homeware brands saw 
significant decline in search demand during February. 

Argos, Homebase, Ikea, and Wayfair lost a particularly 
large portion of search in February, with Argos losing over 
a million searches YoY in the period and the others losing 
over 300,000 searches respectively. 

Relatively few major brands saw growth in demand in 
February, though Lakeland’s organic search demand 
increased by 6% and Earl of East saw a demand uptick of 
55.4%. 

28 March, 2023
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Department store brand saw a significant drop in demand 
during February, with John Lewis and Debenhams the 
hardest hit, losing 17.2% and 32.1% demand YoY
respectively. 

Comparatively, Harrods and Fortnum and Mason, two 
brands which cater to higher-end audiences, were 
relatively unscathed by the general drop in demand, likely 
as a function of their target audience not being so 
affected by the current economic crisis. 

28 March, 2023
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Demand also softened for Beauty brands in February, 
with some major brands seeing significant drops in 
organic search, including Jo Malone (down 5.3%), The 
Perfume Shop (down 3.9%), Bodyshop (down 18.8%) and 
Feel Unique (down 83.5%). 

Though most brands saw declines in search volumes, 
we’re still seeing some notable names at the top stealing 
share of search in the market: Superdrug has seen a 
10.9% increase in demand YoY, whilst Sephora’s launch in 
the UK prompted a lift in organic search of 290.1%. 

28 March, 2023
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The cost of living crisis has left its stamp on brand search 
in the Supermarket sector, with Lidl, Asda, and Costco’s 
value offerings coming out as the clear preference for 
consumers. 

Given sector demand only increased 2.5%, it’s clear that 
the comparative uplift in demand for these brands comes 
from stealing share of search from competitors like 
Sainsbury’s (down 42.1%), and Waitrose (down 8.6%).

28 March, 2023
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Property brand demand has been soft YoY in 
Residential for a number of months now, with 
February proving no exception.

Across the subsector demand dropped 5.5% across 
the month, with Haart's and Savills seeing the largest 
drops in organic search of 26.7% and 10% YoY
respectively.

By contrast, Commerical demand increased by 8.5% 
YoY in February, with flexible office brands like Spaces, 
Wework, and Workspace seeing the greatest upticks in 
demand with surges of 15.1%, 23.6%, and 31.2% 
respectively.

28 March, 2023
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Brand demand for Travel increased YoY in February, with 
value travel option and price comparison sites winning out.

It’s notable that coach providers like National Express and 
Megabus have seen such strong increases in demand YoY, 
with frequent train strikes and sky-high train prices causing 
people to look for better value, more reliable alternatives to 

get across the country. 

Value airlines like Easyjet, Wizz  Air and Ryanair are all 
seeing strong upticks in demand YoY as well as travel on a 
budget becomes increasingly important for consumers.  

28 March, 2023
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Non-brand search followed a similar trend to brand 
demand in February, with retail sectors struggling to 
keep up with last year’s volumes (down 11% overall), 
though in contrast to brand search Travel also saw a 
significant dip in demand in February. 

In fact, even Jobs only saw an increase of 2.2% 
across the month, with only Pharmaceutical 
searches seeing an increase of more than 10% YoY 
demand during the month. 

The particularly large impact of the cost-of-living 
crisis on non-brand search terms only serves to 
highlight the importance of being competitive on the 
SERP for phrases that often come with high-

purchasing intent associated. 

In a shrinking market where brand loyalties are more 
likely to shift in line with economic conditions, 
reaching the right customers at the right time is 
absolutely central to growing your business through 
digital, and search data is crucial to guiding the 
strategy to enable you to do this.   

28 March, 2023
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Non-brand demand for Fashion has been down for 
some time now, and as it looks like this is unlikely to 
change for some time it’s more imperative than ever 
that brands pay close attention to trending searches. 

Warm-weather searches were popular throughout 
February, with ‘Denim skirt’, ‘Sunglasses’, and ‘Slacks’ 

all seeing strong increases in organic demand. 

Within specific categories of search demand was 
generally down YOY throughout February, with ‘Dress’ 
terms losing 19.3% search YoY, ‘Shirts’ dropping 5.9%, 
and ‘Shoes’ terms softening in demand by 3.2%. 

28 March, 2023
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February saw non-brand demand drop significantly in 
the Homeware sector, with a decline of over 15% 
across the month. 

Searches for ‘Lamps’ were down 20.4% YoY, whilst 
‘Chairs’ dipped by 20.9% and ‘Tables’ saw a drop in 
demand of 8.7%.

In a context where the post-Covid drop in demand for 

Homeware items has continually dropped significantly 
spotting pockets of growth in demand is vital. 

Take the example of outdoors chairs, like ‘Fishing 
chairs’, ‘Camping chairs’, and ‘Folding garden chairs’, all 
of which have seen strong growth YoY in February 
indicating a potential opportunity to optimize 
maximise visibility in those areas. 

28 March, 2023
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Demand for Beauty non-brand terms was broadly 
equivalent to trends in 2022, though within the sector 
we’re seeing some strong deviations in searches for 
individual keywords. 

This is a clear illustration of the point that whilst 
demand across a whole sector might appear relatively 

static, within subcategories there can still be a 
dynamic picture unfolding. 

Perfume, Mascara, and Bronzer all saw significant 
increases in demand during February, whilst searches 
for ‘Eyelashes’ were down 19.4%, and ‘Nails’ searches 
for 11.3% YoY.

28 March, 2023
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Demand for non-brand property terms declined 13.4% 
YoY in February across keywords we track, though as 
with brand search it was residential property which 
saw the greatest declines in demand whilst 
commercial property saw YoY upticks in demand. 

In residential demand was 14.9% softer YoY across the 
month, with ‘house’ searches down 16%, ‘flat’ searches 
up 1.2%, ‘sale’ searches down 15.9%, and ‘rent’ 
searches down 6.5%. 

In commercial property ‘coworking’ searches increased 
by 21.8%, with office terms generally increasing in 
demand by 8.1% YoY across the month. In comparison 
with February 2022, searches for commercial property 
in London increased by 43.9% this year. 

28 March, 2023
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Despite brand search increasing YoY during February, 
non-brand demand in Travel saw a significant decrease 
last month, though ‘Cheap flights‘ remains a very popular 
search, with a YoY uptick of 26.6% in organic. 

‘Cruise’ searches have also increased YoY, with a 

strengthening fo 34.1% in demand across February. 

All the while, ‘Flights’ decreased by 13.3% in search, while 
‘Hotel’ searches dropped by 17.6%. 
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